Push and pull factor as motivation for travelling are the components that influence tourist perception about tourist attraction related to the level of tourist satisfaction. Motivation also able to encourage tourist to revisit. Prai Ijing Traditional Village is one of the tourist attractions and cultural sites which is located in Waikabubak, West Sumba, NTT. It has unique culture, strategic location, therefore visited by many visitors. The purpose of this study is to determine the effect between motivation, tourist satisfaction and intention to revisit the village. The research method, the population of this research are domestic and foreign tourists visiting the Prai Ijing Traditional Village. The samples of this research is 100 visitors as the respondent, by using accidental sampling. The data were analyzed by Structural Equation Modeling (SEM) using SmartPLS software version 3.0 and qualitative descriptive analysis to describe the characteristics of respondents, interpretate the results of SEM analysis, and reveal the result of research hypothesis test. The results showed that push and pull factors had significant effect on tourist satisfaction. Tourist satisfaction had significant effect on the intention to revisit. The push and pull factors did not had significant effect on the intention to revisit. Pull factors had significant effect than push factors on tourist satisfaction. Therefore, the pull factors need to be maintained and improved in order to be able to provide optimal satisfaction. The management and local communities are expected to increase the diversity of attraction and tourist activities, provide unique and innovative cultural tourism products, and maintain local wisdom and cultural assets as the main attention for tourists to visit the Prai Ijing Traditional Village
INTRODUCTION Background
Tourism in many countries is developing rapidly from time to time.
Nowadays people travel not only to gain experience; that is, not only to travel to spare time. Traveling is now a vital need that must be met. The motivation for traveling in this case is the push factor and the pull factor which is one of the components that can shape the tourist opinion about tourist attraction which leads to the assessment of tourists regarding the level of satisfaction after traveling, and it shapes the behavior of tourists to revisit.
The Traditional Village of Prai
Ijing is located in the Prai Ijing Hamlet of Tebara Village, Kota Waikabubak Sub-District, West Sumba Regency, East Nusa Tenggara.Traditional Village of Prai Ijing is one of the potential tourist destinations with megalithic tombs and traditional houses and has a unique culture, strategic location, and is visited by many tourists.
This traditional village is one of the cultural sites in West Sumba Regency, and has been designated by the Tebara Village Government as a tourist attraction based on the Authority for Indigenous Rights and Village-Scale Local Authority (Tebara Village Regulation No.2 of 2018) and has been professionally managed by the village-owned enterprises of Iyya Tekki in the Village of Tebara.
The increasing number of tourist visits each year does not guarantee the number of visits will always be consistent in the future without the innovation of tourism products, competitive advantage and quality services. In addition, the existence of similar traditional or traditional villages in West Sumba can be a challenge for destination managers in reaching the market to be able to maintain the number of tourist visits. Based on this rationale, it is important to analyze of the influence of tourist motivation on satisfaction and revisit intention to Prai Ijing Traditional Village. Therefore, by knowing the relationship and the influence of motivation, tourist satisfaction and revisit intention, it is is expected to be a material consideration for managers to determine the target market in terms of a more effective promotion strategy, the provision of innovative, targeted and sustainable cultural tourism products in accordance with the local wisdom of the Prai Ijing Traditional Village.
Reseach Objectives
Objectives of the research are: 1. To analyze the influence of tourist motivation on satisfaction E-Journal of Tourism Vol.6. No.2. (2019): 303-321 http://ojs.unud.ac.id/index.php/eot 305 e-ISSN: 2407-392X. p-ISSN: 2541-0857 2. To analyze the influence of tourist satisfaction on intention to revisit to Prai Ijing Traditional Village.
LITERATURE REVIEW

Previous research
The research findings of Wiranatha, et.al (2016) show that intrinsic motivation significantly influences tourists' trust in diving activities, extrinsic motivation significantly affects satisfaction, and tourist satisfaction in carrying out diving activities positively influences loyalty in conducting the next activities. Suryawardani, et.al (2017) suggest that intrinsic and extrinsic motivation significantly influence the loyalty of foreign tourists visiting nature-based tourism which is mediated by tourist satisfaction. Khuong, et.al (2014) found push and pull variables to have a significant influence on tourists' satisfaction and revisit intention to Vietnam. Pratminingsih, et.al. (2014) shows that motivation and destination image influence the assessment of tourists so that it has implications for tourists' revisit intention to Bandung. Abiyasa (2018) in his article shows that external motivation does not significantly influence tourist loyalty. Kencana, et.al (2017) 
Tourist Satisfaction
According to Kotler (2002) Intention to Revisit Sonmez and Graeffe (1998) suggest that travel activities that have been carried out previously at a destination will encourage the intention of tourists to come and carry out tourism activities at the destination. Umar, 2003 (in Purbawisesa, 2014 suggests that the intention to re-visit a destination is considered a form of response in deciding a travel plan for the same tourist destination. The decision to buy the same tourism product is influenced by how much the tourists are satisfied or not with the services given during the trip, thus the behavior of tourists also influences the revisit intention.
RESEARCH METHOD
This research was conducted in the (Ghozali, 2014) .
RESULTS
Characteristics of Respondents
According to Sarwono (2015) outer loading with a value of 0.69 is considered sufficient. AVE value> 0.5 indicates adequate convergent validity (Sarwono, 2015) . In the sub-model analysis there are five indicators which have a value <0.69 so that they are eliminated and the measurement analysis is repeated. Table 2 shows the convergent validity test. Reliability test can be seen through the composite reliability value. Chin, 1998 (in Ghozali, 2014 suggests that the recommended threshold value is > 0.60. 
Analysis of Structural Equation Model
Results of Measurement Analysis (Outer Model)
The measurement model ( 
Measurement Model Test Results (outer model) on Tourist Motivation Variable
The output of the measurement model on the variable of push factor is reflected by five indicators and the pull factor variable is reflected by four indicators as described in Table 5 and Table 6 . As can be seen in the 
Results of Measurement Model (Outer Model) on the Tourist Satisfaction Variable
The output of the measurement model on the tourist satisfaction variable is described in Table 
Results of Measurement Model (Outer Model) on the Revisit Intention Variable
The output of the measurement model on the variable of intention to revisit is reflected by four indicators. 
Results of Structural Model (Inner Model)
Output of the structural model (inner Model) figure after bootstrapping 500 times can be seen in Figure 1 . variable. Ghozali (2014) suggests that the structural model is evaluated by looking at R 2 for endogenous latent variables and path coefficient estimation. 
Direct Effect of Exogenous Variables on
Endogenous Variables
The direct effect is the influence of exogenous variables to endogenous variables, which are correlated directly without the mediating variables. 
Indirect effect of exogenous variables on endogenous variables
Indirect effect is the influence of exogenous variables to endogenous variables which are correlated through mediating variables. Table 10 shows the push factor variables did not significantly influence the variable of revisit intention through mediation of tourist satisfaction with a significance level of > 5%. The pull factor variables significantly influence the revisit intention through mediation of tourist satisfaction, with a significance level of <5%.
Structural Model Feasibility Analysis
Results
Before interpreting the results of the structural equation model analysis of this study, several researchers (Chin, 1998; Hair et al, 2012; Henseler et al, 2009 in Suryawardani, 2018 recommend that the feasibility of the model should be examined. Table 11 shows the measures commonly used to assess the feasibility of structural models, analyzed by SEM Smart PLS models. This finding is relevant to previous findings by Khuong, et.al (2014) which shows the push factors had a significant influence on the satisfaction of tourists visiting Vietnam. In addition, it is also supported by previous research conducted by Wong, et.al (2017) The results of the study support the statement of Umar (in Purbawisesa, 2014) , revisit intention is a behavior that appears as a response to an object that indicates the customer's desire to make a repeat visit. The decision process of revisit is formed after the post-visit stage.
The level of tourist satisfaction or dissatisfaction that will affect the decision.
If tourists feel satisfied because of tourism products and good service quality, they will show the opportunity to make a return visit. And tourists who are satisfied will also tend to say good things about the destinations or tourist attractions that they have visited.
The results of the study support the opinion that tourists' decision to visit a destination is a complex process.
Referring to Kotler and Armstrong (in Pariansa, 2013) This finding is supported by the results of previous research by Abiyasa, et.al (2018) which states that the external motivation variable in the form of Banyuwangi tourist destination attributes does not significantly influence tourist loyalty. Yap, et.al (2017) 
